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Abstract: Influencer marketing refers to the collaboration between a brand and an internet influencer to 

promote a product or service. Artificial intelligence (AI) is a critical technological advancement of the Fourth 

Industrial Revolution that refers to any intelligence presented by a robot, computer, or any machine in general 

which is equivalent to intelligence of humans. The aim of this qualitative study is to analyse the possible uses 

and benefits of AI in marketing. The researchers have analysed the AI's expanding importance, as it relates to 

online platforms mainly influencer marketing. Additionally, the study investigates the contemporary 

applications of AI in social media advertising, aiming to gain a deeper understanding of the influence AI will 

have on the advertising and marketing sectors. Businesses use AI for various reasons including customer 

engagement. The researchers further investigate the integration of AI as a crucial component in advertising 

and its impact on digital platforms, particularly influencer marketing. To get better insight about the influence 

of AI on advertising sectors, the study also explores the current applications of AI in social media marketing. 
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INTRODUCTION 

The creation and development of virtual technology has revolutionized advertising strategies, with the aid of 

introducing social media marketing as a modern trendsetter. This contemporary advertising and marketing 

technique have witnessed a huge growth nowadays, providing purchasers with a lot of choices and 

emphasizing the significance of social media influencers in establishing true connections with customers. 

Artificial intelligence (AI) significantly improves social marketing efficiency and personalisation. It 

transforms business approaches and strategies, particularly social media marketing, with its endless uses and 

ease of usage. AI helps battle fake news on social media platforms by using sophisticated algorithms to detect 

and validate accurate content. In social media, artificial intelligence is used to automate operations, understand 

audience perceptions, and optimise brand relationships. Research emphasises the benefits of incorporating AI 

into marketing jobs to improve organisational performance, profitability, and competitiveness. AI is also used 

by businesses to target advertisements and provide product recommendations based on consumer statistics. 

AI is the future of advertising and marketing strategy due to its outstanding efficiency, infinite applicability, 

and user-friendliness. AI is used to fulfil a variety of corporate functions, including enhancing customer 

engagement. Companies also use AI to suggest merchandise and target advertisements using customer data. 
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AI is the next generation of advertising and marketing processes, thanks to its splendid efficiency, limitless 

applications, and ease of use. 

Robots ruling the planet is a fear that originated from sci-fi films that made people think. It has now progressed 

from an unrealistic dream to a possible reality, thanks to incredible developments in science, engineering, and 

artificial intelligence. Although humans are most likely years away from meeting robots on the streets, 

encountering them in fitness centres, or having meals alongside them in restaurants, social media has emerged 

as a platform where the interaction between humans and robots, known as H2R (Human 2 Robot), is rapidly 

evolving. A multitude of individuals across the globe are resorting to Instagram to follow and engage with a 

novel generation of online personalities referred to as Virtual Influencers. 

Influencer marketing through social media has emerged as an effective technique for firms to promote 

themselves (Odell, 2015). To be successful, businesses should incorporate the use of influencer marketing 

into their overall digital marketing strategy. Companies may minimise their marketing expenses by 

collaborating alongside an influencer on social media, and the advantages of utilising influencer marketing 

include the ease with which it can be monitored. Collaboration with a social media influencer allows 

businesses to easily track the campaign's target audience. One of the most rapidly growing marketing tactics, 

generating greater and greater sales, the influencer marketing is an important component for businesses to 

incorporate in their marketing plans to avoid falling behind. 

Virtual influencers are digital characters or avatars created by artists, designers, or agencies. They exist solely 

in the digital realm and engage with audiences through social media platforms. Virtual influencers, also known 

as CGI influencers, are computer-generated 'people' with human-like attributes and personality traits. The 

influencer marketing sector is rapidly expanding, with new influencers joining social media platforms like 

Instagram, Facebook, etc. every week and brands eager to get involved with these influencers. 

Characteristics of Virtual Influencers include: 

 Appearance: Virtual influencers often have unique and eye-catching appearances, ranging from 

realistic to fantastical. 

 Storylines: They have carefully crafted backstories, personalities, and narratives that unfold on social 

media. 

 Human Team: Despite their digital existence, virtual influencers are managed by human teams who 

create content, engage with fans, and maintain their online presence. 

AI influencers, on the other hand, operate through algorithms and machine learning. They don’t have a 

physical or digital avatar but rely on data-driven decision-making. AI influencers are more sophisticated than 

basic bots. They create original content and engage with followers on a deeper level. 

Characteristics of AI influencers are:  

 Algorithm-Driven: AI influencers analyze massive amounts of data to optimize their interactions and 

content. 

 Predictive Abilities: They can predict user behavior, recommend actions, and target specific 

audiences. 

 No Human Presence: Unlike virtual influencers, AI influencers don’t require a human team for 

engagement. 

REVIEW OF LITERATURE 

Artificial intelligence has greatly impacted how organisations approach social media marketing. AI allows 

businesses for better focussing their messages and especially advertisements to specific consumers by 

evaluating huge collections of data and anticipating their results. This usage of AI application in social media 

allows businesses and organizations to better understand their consumers' views an opinions, feelings and 

responses to different brands or products, which eventually reaches a wider audience. Furthermore, the use of 

AI has enhanced company productivity, logistical networks, decreased expenses, and increased sales by 10%. 

Moreover, artificial intelligence plays an important role in protecting user data privacy and increasing the 
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profitability of firms that employ social media marketing with AI as discussed by A. Milan et al., (2023). 

Personalisation is one of the vital fields where AI may make a huge impact. By analysing the database or 

information about the customers, AI systems may detect trends and preferences, enabling marketers to tailor 

the communications to target audiences. This results in increased levels of engagement and even more 

effective social media efforts. However, the growing use of AI in social media marketing successfully 

demonstrates by distinguished styles and trends. AI bots or chatbots are used for customer support and 

engagement, while AI-generated content can be tailored to specific audience members for development and 

detailing. 

Over the course of industrial history, every technological innovation has had a substantial impact on 

conventional business practices as well as the economic system as whole. The initial three revolutions altered 

labour legislation, company operations, and the quality of life. Interestingly, the fourth industrial age or the 

revolution as we call, which is already begun, is accelerating at an unprecedented rate and will soon change 

these norms even more. This present revolution varies above its predecessors from three main ways: (1) 

technological advancements are exceeding human powers to such a degree where technology itself is meant 

to determine rules and regulations rather than being regulated by individuals or businesses; (2) individual are 

increasingly adjusting to and accepting new technologically enabled scenarios, like social media, digital 

worlds, in addition to smart phones and tablets within their own personal spaces; and also (3) the difference 

between the humans and innovations in technology is becoming The line between humanity and technological 

innovation has become increasingly blurred, with robots demonstrating human-like abilities and humans 

incorporating technologies into their own bodies. 

Like smart sensors used to improve customers' health (Gelbrich et al. 2021), all types of internet-connected 

devices (e.g., household appliances, security monitoring devices) represent an important opportunity for 

boosting customer satisfaction through broadening present services with a technology focus. One of the most 

obvious instances of how to incorporate technology into people's homes is the use of virtual assistants to 

provide advise and assistance with daily chores (such as playing music). Technologies 4.0 additionally 

enhanced organisations' dynamic capacities in responding to changing client demands and wants (Lee and Lee 

2020). In the post-Covid-19 age, "contactless" services make it easier to eliminate face-to-face interactions 

between personnel and clients, posing a challenge to traditional front-line services. 

One of the most difficult aspects of social media marketing involves foreseeing people's interests and 

providing them with appropriate material. As a result, machine learning (ML) algorithms have been created, 

allowing natural language responses to internet comments. Based on the research by Kose and Sert (2017), 

AI has resulted in new elements such as improved customer service as well as automated marketing. The 

additional dimensions which include the implementation of bots or slack bots, usage of voice and face 

recognition maintains the most hyped technology's competitive advantage among its various offshoots. AI has 

swiftly become an absolute requirement in the field of promotion and especially marketing. According to 

Kane (2017), social media has altered virtually every aspect of society. Artificial intelligence (or AI) is making 

a significant impact on technology in business. The procedures for executing the whole business procedure, 

which used to be performed manually but is currently carried out digitally also went through a transformation. 

The proliferation of social media endured a huge influence on the marketing industry. Marketing approaches 

and methods have evolved significantly throughout the years. Embracing social media platforms might be an 

efficient strategy to boost marketing efforts. AI and technology are always evolving to provide new 

capabilities. 

The study conducted by Gupta Meenu et al., (2023) discusses that artificial intelligence has made a significant 

impact on how organisations handle social media marketing. Because of its ability to analyse large amounts 

of data as well as make predictions. Businesses can reach the most individuals through gaining knowledge 

about their customers' opinions, sentiments, and reactions to their products and brands via social media. 

Furthermore, since companies. Artificial intelligence assists in the preservation and security of users' data by 

protecting their privacy. It also contributes to the profitability of businesses that use AI-powered social media 

marketing. Although AI makes everything easier in the social realm, relying on AI to complete tasks in terms 

of social media is not worthwhile. 
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Because of the analytic skills (Huang and Rust 2021), artificial intelligence (AI) makes decisions based on 

massive quantities of data (Big Data), which humans cannot handle or analyse. Cloud computing is commonly 

used to store large volumes of data, improving AI performance and accessibility (e.g., digital records). 

Amazon's successful company uses AI to make real-time logistical choices using machine learning, 

eliminating the need for human interaction. As a result of these skills’ advancements AI not only enhances 

worker efficiency, save time, and enhances effectiveness, and continues to function well with novel 

applications like service personalization. 

Singh, Preeti Rajpal et al., (2023) examined the possible effects and influence of the use of AI in digital media, 

with an emphasis on social media marketing. The researchers conducted statistical analysis of technology 

acceptability along with utilisation based on quantitative study. They investigated the link between experience 

in "social media marketing" (SMM), knowledge of "machine learning (ML) in SMM," and rate of applying 

"ML algorithms in SMM campaigns," with potential users' comprehension of "AI-based software on three 

pillars" (image analysis, audience analysis, and sentiment analysis). Online marketing may be more focused 

on strategy. The findings of the study indicates that potential clients or customers of AI Media technology are 

highly curious and trusting its major proposal. 

Sharma, Priyanka (2020) discusses the transformative impact of AI on the field of digital marketing. Through 

a qualitative methodology involving descriptive studies and semi-structured interviews, the study examines 

how AI is reshaping marketing practices. The research highlights that AI's ability to recognize patterns and 

trends surpasses human capabilities, enabling more accurate market trend predictions and data-driven 

decision-making. AI-powered tools facilitate the analysis of large datasets, uncovering valuable insights that 

lead to better outcomes and higher returns on investment. Moreover, AI automation streamlines repetitive 

tasks, allowing marketers to focus on creative and strategic endeavours. The study emphasizes the significance 

of AI in enhancing time management, optimization, and content creation in digital marketing. Overall, the 

findings underscore the pivotal role of AI in revolutionizing marketing strategies and driving competitiveness 

in the digital landscape. 

OBJECTIVE OF THE STUDY 

 To examine the impact of AI on social media marketing.  

 To explore status of artificial intelligence usage in social media and influencer marketing. 

  To analyse the increasing importance and impact of artificial intelligence in social media and 

influencer marketing.  

 To assess the ways in which artificial intelligence will shape the advertising and marketing industry. 

RESEARCH METHODOLOGY 

Qualitative research is a valuable technique that seeks to comprehend complicated events by investigating 

attitudes, beliefs, individual experiences, and patterns of behaviour. In contrast to quantitative research, which 

works with numerical data, qualitative research uses information that is not numerical to determine meaning 

as well as to acquire insights into social life. This research aims to provide rich insights about AI and its role 

in social media and influencer marketing and hence focussed on secondary data for analysis. This study 

included a broad spectrum of investigation, considering the increasing figures of individuals engaging with 

social media and influencers. This sudden increase correlates with a heightened frequency of interactions on 

social media platforms, along with a significant boom in the impact that Artificial Intelligence (AI) have on 

communication dynamics. Researchers consistently evaluated data derived from the research guide, designed 

as a tool for estimating various interpretations and discoveries to understand the trends in social media and 

influencer marketing. The aim of this qualitative study is to analyse the feasible benefits and applications of 

artificial intelligence across the advertising and marketing fields. 
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ANALYSIS AND INTERPRETATION 

 

Artificial Intelligence in Social Media Marketing 

  

Social media plays an important part in most organisations' digital marketing efforts, and artificial 

intelligence can significantly enhance these efforts. Artificial intelligence and social media are a powerful 

combination. AI tools can significantly enhance productivity and performance for marketers across various 

social media platforms. Today, social media AI tools offer valuable capabilities such as uncovering deep 

audience insights, predicting content resonance, automating post creation, detecting trends, and understanding 

sentiment as discussed by Kaput M (2024). In the article, he says that nearly every social media platform relies 

on AI to function. It influences the content displayed in users’ feeds, moderate comments, and provides 

personalized recommendations. However, AI also presents challenges for social media marketing. Marketers 

must navigate the delicate balance of creating content that appeals to both human audiences and AI algorithms. 

Social media professionals excel at understanding human behavior, building authentic connections, and 

fostering communities. Yet, deciphering what “The Algorithm” prefers remains a guessing game. Often, 

marketers resort to short-term tactics without delivering lasting value. Interestingly, AI can enhance authentic 

social media marketing. By analysing the vast data streams from social platforms, AI helps create valuable 

content tailored to audience preferences. It deciphers user-generated content, allowing us to provide more of 

what users truly want. Ultimately, AI enables a more human-centric approach to social media marketing. 

Machine learning, a type of artificial intelligence enables many of AI's greatest capabilities. By 

analysing large datasets, machine learning enables accurate predictions, and the smartest AI tools continually 

improve their accuracy over time. This self-improvement, often without direct human intervention, is what 

makes AI so powerful. When provided with sufficient data, AI can unlock virtually unlimited performance 

potential. Today, AI technology leverages data to make increasingly relevant and precise predictions across 

various domains. 

Artificial Intelligence can enhance authentic and human-centric social media marketing by: 

Understanding Data- Text Generation and Summarization:  AI helps marketers make sense of the vast 

data streams from social media platforms. By analysing user-generated content, it enables to the creation of 

valuable posts that resonate with audiences. AI-powered natural language processing or NLP models, like 

GPT (Generative Pre-trained Transformer) versions variants, are employed to generate compelling text 

content, including social media posts, captions, and blog articles. These models can also summarize lengthy 

articles or discussions into concise and engaging snippets for sharing on social media platforms. 

Personalization: AI understands what people write, post, and comment on. This knowledge allows marketers 

to deliver more of what users truly want, tailoring content to their preferences. AI-powered video editing tools 

automate the process of video creation, editing, and customization for social media platforms. These tools can 

add special effects, captions, transitions, and background music to videos, making them more engaging and 

shareable. AI-driven personalization algorithms also tailor video content based on audience preferences, 

behaviours, and demographics. AI even predicts what products you might want to buy next, optimizing e-

commerce experiences. 

Engagement Insights through Content Recommendation and Optimization: AI deciphers why users 

engage with specific content. Armed with this understanding, marketers can better cater to their needs and 

preferences. AI algorithms analyse user engagement data, such as likes, shares, and comments, to recommend 

relevant content to social media users. These systems of recommendations employ machine learning to 

understand user preferences and predict what type of content or information is most likely to resonate with 

each individual user, thereby maximizing engagement and driving traffic. 

Improved Efficiency: AI automates tedious tasks, reducing costs and time spent on low-level social media 

management. It also enables scaling strategies across platforms. AI automates content creation, saving time 

and effort, and dynamically resizes and adapts creative assets for different social media channels. AI optimizes 

ad targeting and budget allocation, analyse headlines, words, and images to identify what resonates with 

audiences, and discover new audience segments and trends through sentiment analysis. It can even predict 

user behavior and target potential buyers effectively. 
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Data-Driven Campaigns: AI learns from social media data, allowing it to make informed decisions. By 

integrating AI insights, businesses can develop data-driven articles and campaigns that provide measurable 

results. AI suggests which ad campaigns to run based on audience behavior and preferences. 

A/B Testing and Performance Prediction: AI-powered A/B testing solutions allow marketers to test 

numerous versions of information, such as headlines, photos, and call-to-action buttons, to determine the most 

successful combinations for better engagement and sales conversions on social media platforms. Additionally, 

predictive analytics models forecast the performance of future content based on historical data and market 

trends, guiding marketers in crafting more impactful content strategies. AI forecasts outcomes and 

recommends actions. 

Content Moderation and Sentiment Analysis: AI algorithms monitor user-created information or contents 

in different social media platform to identify and eliminate improper or harmful information, such as fake 

news, hate speech, spam, and the like. Sentiment analysis models analyse user comments and feedback to 

gauge audience sentiment towards brands, products, or topics, enabling marketers to tailor their content and 

messaging accordingly. AI detects and mimics tone of voice, enhancing communication. 

Image Recognition and Computer Vision: AI identifies objects, faces, and scenes in images and videos. AI 

algorithms equipped with computer vision capabilities analyse images to understand their context, identify 

objects, and recognize patterns. This enables automatic tagging, captioning, and enhancement of images to 

make them more visually appealing and relevant to the target audience. 

By harnessing these capabilities, social media marketers can gain superpowers thereby creating more 

impactful and personalized content, engaging with audiences effectively, and optimizing overall performance. 

ARTIFICIAL INTELLIGENCE IN INFLUENCER MARKETING 

Virtual Influencers are digital personas with human management, while AI influencers operate through 

algorithms without a physical presence. Both play unique roles in the evolving landscape of social media 

marketing.  AI helps in influencer marketing in many ways right from identifying potential influencer to 

content creation and evaluation of the influencer marketing campaigns. 

Influencer Identification and Analysis: AI algorithms sift through vast datasets to pinpoint the perfect 

influencer matches and precisely detect fraudulent activity1. AI-based influencer marketing systems use 

machine learning to analyse various data from an influencer’s social media profile. 

AI Influencers: The advent of AI influencers is creating new opportunities for companies. Companies like 

as Brud, developer of virtual influencer Lil Miquela, have proven the enormous potential of AI influencers. 

AI in Influencer Software Technology: AI is establishing a significant role in the influencer-based 

marketing technology ecosystem. For example, Upfluence, a popular influencer marketing programme, 

recently announced a collaboration along with ChatGPT, a revolutionary artificial language model. 

Campaign Result Evaluation: AI-powered influencer marketing tools offer marketers the capacity to figure 

out social network structure and gain insights that are difficult to achieve manually. 

ARTIFICIAL INTELLIGENCE IN ADVERTISING AND MARKETING INDUSTRY 

Data Analysis and Targeting: AI algorithms can analyze vast amounts of data from various sources, 

including social media, browsing history, and demographics, to create detailed customer profiles. This enables 

marketers to target their advertisements more effectively, reaching the right audience with personalized 

content. 

Personalization: AI enables marketers to personalise advertising material for individual consumers based on 

their interests, behaviours, and previous interactions. AI helps advertisers to provide personalised ad 

experiences to each user, therefore altering their customer journey, influencing purchase decisions, and 

increasing brand loyalty. This level of customisation boosts engagement and the overall success of advertising 
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efforts. AI also tailors a customer's experience using marketing assets like as website pages, social media 

postings, and emails to match their previous preferences and urge certain behaviours. 

Predictive Analytics: AI-powered analytical tools can forecast future trends and customer behaviours, 

allowing marketers to make more educated judgements about their strategy. By examining previous data and 

discovering trends, AI can predict client requirements and preferences, allowing marketers continue to stay 

ahead of competitors. 

Virtual Assistants and Chatbots: AI-driven virtual assistants and chatbots offer quick customer help and 

interaction, hence improving the entire customer experience. These programmes can answer questions, share 

recommendations, and even arrange transactions without human intervention. 

Content Generation: AI algorithms can generate content, including articles, product descriptions, and 

advertisements, based on predefined parameters and data inputs. This streamlines the content creation process 

and allows marketers to produce large volumes of high-quality content at scale. 

Optimization and Automation: AI automates repetitive tasks such as A/B testing, campaign optimization, 

and ad placement, freeing up marketers to focus on more strategic activities. By continuously analysing 

performance metrics and adjusting campaigns in real-time, AI maximizes advertising ROI and efficiency. 

Voice Search using Smart Devices: With the increase in the number of smart devices with voice search and 

AI-powered voice assistants like Google Assistant, Alexa, Siri etc. are becoming increasingly important in 

advertising and marketing. Marketers must better their content and advertising strategies to cater to voice-

based search enquiries and interactions. 

Automated Advertising Campaigns: AI can streamline the creation and management of advertising 

campaigns, making them more efficient and effective. 

CONCLUSION 

The emergence of artificial intelligence in social media marketing has transformed business operations by 

offering convenience and adaptability. In the present era, individuals are constrained by time and rely 

extensively on social media platforms for purchasing desired commodities. However, the incorporation of AI 

has streamlined the process of buying and selling goods, resulting in enhanced productivity. Artificial 

intelligence plays an important role in shaping every society’s future and its effective utilization has the 

capability to significantly change the world in the coming years. With AI becoming the fastest means of 

obtaining products, human reliance on this technology is expected to increase across all sectors of the global 

economy. Overall, AI-powered content creation and optimization empower marketers to deliver highly 

personalized, engaging, and impactful content experiences on social media platforms, driving brand 

awareness, customer engagement, and conversion rates. AI empowers social media marketers to drive revenue 

growth while streamlining processes and improving efficiency. AI is revolutionizing the advertising and 

marketing industry by enabling more targeted, personalized, and efficient campaigns. AI becomes more 

prevalent in advertising and marketing, hence ethical aspects regarding privacy of data, algorithmic bias, and 

accountability become increasingly important. But, when it comes to data privacy, handling customer data 

responsibly is crucial. Also, ethical use must be ensured that AI doesn’t perpetuate biases or harm consumers. 

While human-AI collaboration is inevitable in the era of Industry 4.0 and AI automates tasks, human creativity 

and strategy remain essential. AI evolves rapidly, so staying updated is vital. Hence, marketers have to do 

continuous learning as long as they are in the field. Marketers must ensure that AI technologies are used 

responsibly and ethically to maintain trust with consumers. As AI technology continues to advance, its impact 

on this industry will become more profound in future. While we move forward, it is expected that AI continues 

to shape social media and influencer marketing in unfathomable manners, creating new challenges and 

possibilities for marketers and influencers. 
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